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ABSTRAK 
Faktor yang mempengaruhi konsumen ketika akan memutuskan 
untuk membeli produk ialah faktor internal dan faktor eksternal. Faktor 
internal yaitu gaya hidup seperti dalam bidang smartphone dan faktor 
eksternal seperti pengaruh lingkungan. Di tahun 2009 terjual sebanyak 
1,2 juta smartphone di Indonesia dan didominasi oleh Blackberry dan 
Android dan di tahun 2010 penjualan meningkat mencapai 10% untuk 
seluruh jenis smartphone. Namun pada kuartal 1 bulan Januari–Maret 
2013, total penjualan smartphone mencapai 69%, dimana 51% 
diantaranya didominasi di Indonesia. Sementara sebuah survey terbaru 
menunjukan kalau penjualan smartphone diperkirakan akan terus 
meningkat dan pada 2013 akan mencapai sekitar 918 juta unit di seluruh 
dunia. Perkembangan teknologi smartphone sebelumnya menciptakan 
perubahan gaya hidup. Tujuan penelitian ini ialah: untuk mengetahui 
pengaruh gaya hidup konsumen terhadap perceived usefulness, 
perceived ease of use dan keinginan untuk mengadopsi pada produk 
Apple; untuk mengetahui pengaruh perceived usefulness terhadap 
perceived ease of use dan keinginan untuk mengadopsi pada produk 
Apple; serta untuk mengetahui pengaruh perceived ease of use terhadap 
keinginan untuk mengadopsi pada produk Apple. 
Penelitian ini mengguankan pendekatan kuantitatif. Populasi dan 
samnpel dalam penelitian ini adalah semua pengguna smartphone di 
Kota Surabaya sebanyak 170 responden. Metode pengambilan sampel 
dalam penelitian ini menggunakan metode purposive sampling. Teknik 
analisa data dalam penelitian ini menggunakan Structural Equation 
Modeling (SEM) dengan software Lisrel. 
Hasil penelitian yang diperoleh : variabel gaya hidup konsumen 
berpengaruh signifikan terhadap perceived  usefulness, perceived ease of 
use, dan keinginan untuk mengadopsi produk smartphone; variabel 
perceived  usefulness berpengaruh signifikan terhadap perceived ease of 
use produk smartphone; variabel perceived usefulness berpengaruh 
signifikan terhadap keinginan untuk mengadopsi Produk smartphone; 
serta variabel perceived ease of use berpengaruh signifikan terhadap 
keinginan untuk mengadopsi produk smartphone. 
 
Kata kunci :. perceived ease of use, perceived  usefulness, gaya hidup, 
keinginan mengadopsi produk smartphone 
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ABSTRACT 
Factors that influence consumers when it will decide to buy the 
product is internal factors and external factors. Internal factors such as 
lifestyleare in the field of smartphones and external factors such as 
environmental influences. In 2009 sold 1.2 million smartphones in 
Indonesia and is dominated by the Blackberry and Android, and in 2010 
sales increased to 10% for all types of smartphones. However, in the 1st 
quarter January to March 2013, total smartphone sales reached 69%, of 
which 51% were predominantly in Indonesia. While a recent survey 
shows that smartphone sales are expected to continue to increase and in 
2013 will reach about 918 million of units worldwide. Development of 
smartphone technology previously created a lifestyle change. The 
purpose of this study were: to determine the effect of consumers' 
lifestyles perceived usefulness, perceived ease of use and the desire to 
adopt the Apple products; to determine the effect on the perceived 
usefulness and perceived ease of use on the desire to adopt Apple 
products; as well as to determine the effect of perceived ease of use of 
the desire to adopt on Apple products. 
This study uses a quantitative approach. Population and samples 
in this study were all smartphone users in the city of Surabaya 170 
respondents. The sampling method in this study using purposive 
sampling method. The data analysis in this study using Structural 
Equation Modeling (SEM) with Lisrel software. 
The results obtained: consumer lifestyle variables significant 
effect on perceived usefulness, perceived ease of use, and the desire to 
adopt smartphones; perceived usefulness variables significantly 
influence the perceived ease of use of smartphone products; perceived 
usefulness variables significantly influence the desire to adopt 
smartphone products; and variable perceived ease of use significantly 
influence the desire to adopt smartphones. 
 
Keyword:  perceived ease of use, perceived usefulness, lifestyle, 
desires adopting a smartphones 
